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EFFECTIVE COMMUNICATION LEADS TO BUSINESS
There are many facets to achieving productive busi
ness development, but none is more important than
effective communications. Unfortunately, this
aspect is often overlooked.
Business development is best thought of in two
ways:
□ Assertively—Obtaining new clients and
increasing charge hours.
□ Defensively—Preventing the turnover of desir
able clients.
In both cases, the manner in which you approach
people, carry on a meaningful conversation, and
insure closure at the appropriate time will deter
mine the degree of success you obtain. One way to
improve your chances of success is to use the follow
ing four-step method.
Prospecting
The main objective here is to identify prospective
clients and find ways to meet them. While we meet
prospects everywhere, we have to learn how to rec
ognize and capitalize on these opportunities.
A second objective is to subtly control a con
versation. This necessitates knowing how to direct
the discussion toward business matters, how to
assess potential needs, desires and problems, how to
attract attention to yourself and your firm, and how
to obtain an invitation to continue the discussion at
a later date.
The way to accomplish these objectives is to listen
objectively and empathetically and to express your
understanding of what is said. Impress upon the
prospect that you or someone else in your firm can
help, that there is a need for additional discussion
and that you are willing to meet again. When that is
accomplished, establish a specific date, time and
place, (preferably at the prospects place of business)
for the next meeting.
Remember, most prospecting conversations take
place in a casual setting where time is a limiting
factor. Therefore, don’t seek too much information,

don’t give too much advice, and don't try to obtain
the engagement then and there.

The opening conversation
When you receive an invitation to meet a prospect,
be sure to do your homework before your visit. Find
out as much as possible about the person and his or
her business. Anticipate and plan the conversation.
Your objective will be to
□ Follow up on the conversation.
□ Obtain sufficient information about the indi
vidual’s desires and goals.
□ Restate the information gathered so the pros
pect knows you understand the circumstances.
□
Gain the prospect's trust and confidence.
□
Get an engagement.
You can accomplish these objectives by
□ Putting the person at ease.
□ Getting down to business.
□ Encouraging the prospect to talk.
Although these objectives may seem easy enough on
paper, you may feel uncomfortable about carrying
them out. If you do, get someone in your firm to
assume the role of the prospect and rehearse the
situation before your visit. During this session, try
to develop the ability to persuade the other person
to talk. The better you can do this, the more you will
learn about a given situation, and the easier it will
be to find out what to do to please the prospect.
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When to recommend a low-cost accounting
package to clients, p.7.
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To encourage someone to converse, you should ask
open-ended questions, questions that normally eli
cit detailed responses rather than a simple yes or no.
You should use phrases such as, "Tell me about . . .”
or "Tell me more about . .
And when the other
person is talking, remember to use listening
responses. These are brief statements or actions that
encourage conversation without interrupting the
other person. The four most frequently needed
responses are nodding the head while maintaining
eye contact, casual remarks such as "I see”, silence
when the other person momentarily stops talking,
and positive body motions and facial expressions
indicating interest and understanding.
The specific purpose of the opening conversation
is to obtain enough information to develop an
assessment statement which
□ Briefly reviews and summarizes what the pros
pect said.
□ Allows you to show familiarity with the pros
pects situation.
□
Declares your desire to help.
□
States clearly how you can help.
□
Describes the benefits of your services.
It is important to differentiate between the services
provided and the benefits to be derived from them.
Remember this tip: Describe the services and sell
the benefits.
Overcoming objections
On occasion, the prospect will become a client after
the opening conversation. More likely though, the
prospect will raise objections to using your services.
You are probably familiar with the most common
ones: "Your fees are too high,” “You are too big
(small) to handle my business" or "I have used my
present CPAs services for a long time and feel
uncomfortable about changing."
Objections should be anticipated since they are
normal reactions in any selling situation and are
often due to a lack of knowledge or understanding
on the part of the prospect. Objections must be
addressed and overcome if you are to obtain the
engagement. Most often, a statement of fact will be
sufficient.

High Marks Given for
Small Firm Conference
The American Institute of CPAs Small Firm
Conference which was held in Chicago this
August was the highest-rated program in the
twelve-year history of the series. On a scale of 1
(poor) to 5 (excellent), participants gave the
conference an overall rating of 4.57.
In addition to a variety of presentations,
training sessions, and evening open forums,
new features this year are preconference spe
cialization sessions on medical practice con
sulting, divorce, personal financial planning,
bankruptcy, and small business consulting.
The Small Firm Conference will be held
again on November 4-6 at the Pointe on South
Mountain in Phoenix, Arizona. To register, just
call the AICPA meetings department, (201)
938-3232.

Closing the sale
Some engagements might take months or years of
perseverance to obtain. But when you feel you are on
the verge of adding a new client, remember the five
important Ss of closing:
□ Summarize the benefits.
□ Seek a definite commitment.
□ Set an exact starting time.
□ State your assurance of a successful engage
ment in a complimentary manner.
□ Shake hands firmly.
While you won't win in every situation, you
should certainly try your best. I am confident the
four-step method to effective communications just
described will definitely improve your chances of
success. □
—by Art Levy, Art Levy & Associates, Inc., P.O. Box
10406, Clearwater, Florida 34617-8406, tel. (813)
443-3000
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Your Voice in Washington

The November Congressional elections offer CPAs a
unique opportunity to participate in the political
process by becoming an American Institute of CPAs
key person.
The key person program is the Institutes grass
roots lobbying program and the vehicle for ensuring
the accounting profession has regular and con
tinuing personal contact with each member of Con
gress. These personal relationships, built and
nurtured by key persons in every state, are the foun
dation for communicating the professions legis
lative agenda to federal legislators. With CPAs
playing this critical role, the profession increases its
chances of success.
The upcoming election will produce a record
number of new members of Congress. Not only does
this present challenges to the profession’s legislative
efforts, it also offers CPAs who have not been
involved in the political process an opportunity to
establish relationships with new members of Con
gress and to participate more actively. Many CPAs
know their member of Congress and could build on
that relationship by becoming a key person.
The AICPA needs members active involvement
and has doubled its efforts to strengthen the pro
gram and recruit key persons because the account
ing profession has never faced a more threatening
political environment. The broader array of services
now being provided by CPAs has made the profes
sion more visible and given legislators more oppor
tunities to regulate CPAs' services, standards, and
ways of practicing. Legislators also are examining
ways to expand the auditor’s role and respon
sibilities in the wake of recent business failures,
thus increasing liability exposure for CPAs.
A major challenge in today’s political environ
ment is the preservation of sound tax policy. It is
vital in this era of huge budget deficits, which drive
legislators to constantly search for new tax dollars,
that CPAs take a politically active role to help mini
mize tax complexity and prevent further erosion of
our voluntary tax compliance system.
Three basic realities about the political process
should always be remembered. First, each time Con
gress passes a law, some group in society wins and
some group loses. Second, the political environ
ment constantly changes, and these changes affect
the way legislative decisions are made. Third, we
live in a highly competitive “special interest”
democracy. If CPAs do not become involved in the
political process, on their own behalf, others will,
and they will be working for their own interests. If
we do not take the political process seriously,
accounting will not be governed by the profession.

As a key person, you will join other leaders of the
profession to forge and shape the issues that will
determine the profession’s future.
If you are interested in becoming a key person or
would like more information about the program,
write or call John Sharbaugh in the AICPA’s Wash
ington office at 1455 Pennsylvania Avenue, N.W.,
Suite 400, Washington, D.C. 20004-1007, tel. (202)
434-9257.0

PCPS TEAM-PLUS Meeting Schedule
In 1989, the private companies practice section
(PCPs) inaugurated the PCPS TEAM meetings. Now
known as TEAM-PLUS (TEn professionals At Most
PLUS slightly larger firms), this series gives atten
dees an opportunity to exchange ideas and advice
with fellow CPAs from similar-size firms.
This year’s TEAM-PLUS meetings focus on a range
of topics in four categories: Effective use of staff and
temporary personnel, cost-effective CPE for local
practitioners, effective niche development and mar
keting, and cost-effective technology for local prac
titioners. Led by experienced moderators, the eight
hour meetings feature informal, small-group dis
cussions, followed by open forums for questions,
answers, opinions, and debates.
The remaining meetings are scheduled for
Date
October 19

City
Chicago, IL

October 19

Denver, CO

October 21
October 21
October 23

Dallas, TX
Portland, OR
Albuquerque, NM

October 23
November 9
November 11

Little Rock, AR
St. Louis, MO
Los Angeles, CA

November 13

Las Vegas, NV

Location
Chicago Marriott
Downtown
Embassy Suites
Denver Airport
Marriott Solana
Portland Marriott Hotel
Hyatt Regency
Albuquerque
at Convention Center
Little Rock Hilton
Stouffer Concourse Hotel
Ramada Renaissance
LA. International
Airport
Alexis Park Resort

“PCPS introduced the meetings to provide an
opportunity for professionals to hone their manage
ment skills and learn new, practical ideas from their
peers,” says Jerrell A. Atkinson, chairman of the PCP
executive committee. He adds, "Judging by the tre
mendous amount of positive feedback we have
received over the years, participants find these
meetings extremely valuable.”
The registration fee is $110 ($100 for PCPS mem
ber firms) and includes materials, breaks, and
lunch. To register, contact the AICPA meetings
department, (201) 938-3232. □
Practicing CPA, October 1992
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A Partner Compensation System
Our firm has found excellent success with a partner
compensation system that adheres to two basic
principles — simplicity and direct reward for effort.
We have no complex formulas built on chargeable
hours, productivity, who generated the client, or
how accounts receivable are collected. We are paid
an hourly rate for every hour worked. That's right —
our partners are hourly workers.
At the beginning of each year, every partner and
professional staff member prepares a month-bymonth time budget that allocates hours to catego
ries such as the following:
□ Administrative.
□ Sick leave, holidays, and vacation.
□ Continuing professional education.
□ Marketing.
□ Client development.
□ Professional associations.
□ Chargeable.
All partners agree on each partners individual
budget. Each month, partners track their own per
formances and compare them against the budget.
The managing partner approves the staff budgets
and monitors all budgets. Should significant devia
tions occur, they are discussed at the monthly part
ners’ meetings.
Any profits remaining after partners salaries are
allocated in accordance with ownership of the firm.
Shares of ownership can be purchased and sold.
How can this work? Shouldn’t partners be
rewarded for developing new business? Aren’t
chargeable hours more important than admin
istrative hours? The answer to all these questions is
that partners should be awarded for everything they
do since all partner activities in an accounting firm
are inherently valuable.
If a firm places a premium on any single area, it is
likely that partners will push their time to that area.
This will upset the balance needed to properly run a
CPA firm. A disproportionate reward to partners for
chargeable hours or generating new work is really
counterproductive because it does not allow for the
proper allocation and management of the firm’s
resources and efforts. Skewed compensation leads
to a situation where partners are “doing their own
thing” rather than doing what is best, overall, for the
firm.
How to increase partner income
There are two ways to increase an individual part
ner’s income:
□ Increase his or her share of the pie.
□ Increase the size of the pie.
Our system emphasizes increasing the size of the
Practicing CPA, October 1992

pie. Compensation formulas that penalize partners
for having too few chargeable hours or for failure to
collect accounts receivable or generate new clients
are directed more to reallocating a firm’s income
rather than to increasing it.
You really cannot and should not use the partner
compensation system to correct partner problems.
If a partner is slow in sending bills, the problem is
not related to overcompensation. So why address it
through the compensation system?

Don’t use the
compensation system
to correct partner
problems.

Most so-called productivity formulas wind up
allocating only a few thousand dollars in compensa
tion. Experience shows that a relatively small dif
ference in compensation doesn’t change an individ
ual one way or the other. Rather than trying to alter
behavior with salary adjustments, it might be more
effective to just change the system.
If a partner is slow in sending out invoices, have
the managers or supervisors take care of those client
responsibilities. If a partner is not successful in
developing new work, reassign his or her time to
where it is more productive for the firm.
If a partner is weak in several areas, altering com
pensation won’t help. The more important ques
tions to address are
□ Why did you make this individual a partner in
the first place?
□ Why do you keep him or her as a partner?
Our system works extremely well. It allows for
efficient use and centralized management of a part
ner’s time. It promotes teamwork, a one-firm
attitude, and avoids me/you discussions. Most
important, it allows partners to do what they are
good at without fear of rebuke from their peers.
There is a tremendous amount of job satisfaction in
doing what you enjoy.
The success of the system in our firm can be meas
ured simply. We have spent less than one hour in the
last ten years discussing partner compensation. □

— by Kenneth C. McCrory, CPA, McCrory &
McDowell, 312 Boulevard of the Allies, Pittsburgh,
Pennsylvania 15222, tel (412) 281-9690, FAX (412)
281-5925
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A Dual Focus on Quality
We have all been bombarded lately with informa
tion and opinions on total quality management
(TQM). Because it is a comprehensive business phi
losophy, TQM can be confusing. Nonetheless, many
of us in practice would like to better understand the
concept and apply it to client service and the man
agement of our own firms. Let's see how the princi
ples might be applied in a local CPA firm.
For any service firm, TQM can be reduced to two
connected but distinct concepts (see exhibit):
□ Moments of truth.
□ Service processes.
This framework is particularly suited to CPA firms,
but it requires a dual focus on both concepts and an
institutionalized commitment. Let me try to
explain these ideas.

Dual focus
The notion of a dual focus is that simultaneous
attention must be given to both the client and the
internal service processes. Striving to give excellent
service to clients is a noble goal, but it can be a
dangerous one if the firm’s structure and culture do
not support such an effort. Mistakes will be made.
On the other hand, improving internal operations
is meaningless unless it adds value to the service the
client is buying. Reducing costs simply to carry
more profit to the bottom line will often mean cut
ting back on the value of the service as perceived by
the client.
Doing things right the first time, as soon as possi
ble, greatly enhances the delivery of excellent ser
vice. It also often reduces the
overall cost of any job. By some
Exhibit
estimates, about 25 percent of the
cost of nearly all we do is tied to
redoing work. Getting it right the
first time probably means exert
Focus of goals
ing more effort and perhaps takes
Ultimate goals
more time. But if it really is right
How are we doing?
the first time, we save that 25 per
cent of operating costs. How can
How to measure?
we ignore that?
Primary measure

Moments of truth
The phrase, "moments of truth”
was described by Jan Carlson and
Karl Albrecht in their books (see
sidebar on page 6). Mr. Albrecht
defines the expression to mean
"any episode in which the cus
tomer comes into contact with
any aspect of the organization
and gets an impression of the

quality of its service.” By “episode”, Mr. Albrecht
means every part of the client experience. The client
measures our performances based on his or her
judgment of every detail and event that constitutes
the total experience. So it is not just the professional
manner or the technical accuracy or the fast service.
It is all of those details, plus how things went in the
parking lot and on the phone.
Having said that, we all know that fast service is
important to our clients, don’t we? Surveys tell us
that time and time again. Usually, faster turnaround
is the best place to start.
Perhaps most important, the standards clients
use today to judge moments of truth are more strin
gent than the standards of five years ago. Clients
now want new types of services and better service.
We need to listen to them.

Service processes
We partners often have difficulty dealing with the
internal service processes because we would rather
be on the front line giving clients those excellent
moments of truth. When we complain about staff
not measuring up in the eyes of the client, we need to
remember that the structure and culture of a typical
firm gives more support to partners than staff in this
frontline role.
The person dealing with the client on the front
line is always an internal client of everyone else in
the firm. So receptionists and junior accountants,
who are often the frontline service providers, must
be given the necessary support by everybody else in
the firm.
To instill that kind of team thinking, those expec

DUAL FOCUS
Moments of Truth

Service Processes

High "Value" of service

Efficient methods

High billing rates

Low internal costs

Always measured by client

Measured by frontline service staff

Both client and staff surveys Process time & speed, error rates
Fast turnaround

“Right the first time”

Dynamics

Always changing,
standards getting tougher

Continuous improvement,
occasional quantum leap

Relationship
management

Depends on frontline
service people

Depends on enablement and
support

Short term

Details as seen by client

Details of what counts

Long term

Vision of what can be

Vision of what can be done

REQUIRES INSTITUTIONALIZED COMMITMENT

Practicing CPA, October 1992
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tations must be reinforced constantly by the part
ners. Once the commitment is institutionalized, the
whole firm becomes responsible for improving all
internal service processes.
The notion of enablement and support from part
ners must ultimately give the frontline service pro
viders the resources and authority to take whatever
action is necessary so that clients experience good
moments of truth. Enabling includes constant
training on how to respond to circumstances and
support from partners when things occasionally go
wrong.
And we mustn’t forget to fearlessly measure these
processes. Although I have spent two years in gradu
ate study of TQM concepts, resolving the question of
how to measure moments of truth and internal ser
vice processes has proved most elusive. There likely
is no single best formula.
Perhaps it is an oversimplification to boil TQM
down to just two factors. Yet a constant dual focus
on moments of truth and internal service processes
is clearly necessary if we are to survive and prosper.
Is there more? Of course there is more. This old/new
philosophy will continue to develop. Life is compli
cated and so is TQM. But it may become the only
real path to the rewards of repeat business, client
loyalty, sustainable competitive advantage, and
more profit on the bottom line. □
— by Stephen J. Wolf, CPA, APFS, Carter, Young,
Wolf, Dahlhauser, PC., 314 Bluebird Drive, P.O. Box
23618, Nashville, Tennessee 37202

Recommended Reading

■ Albrecht, Karl. At America’s Service, Dow
Jones-Irwin 1988.
■ Carlson, Jan. Moments of Truth, Harper &
Row 1987.
■ Deming, W. Edwards. Out of the Crisis,
Massachusetts Institute of Technology,
Center for Advanced Engineering Study 1986.

■ Teal, Thomas. “Service Comes First: An
Interview with USAA’s Robert F. McDermott.”
Harvard Business Review Sept-Oct 1991:
117-127
■ “The Prize and the Passion: Bucking for the
Baldrige.” The Quality Imperative, Business
Week Special Issue 1991: 58-59.
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A Success Formula for CPA Firms
Following is a success formula for accounting firms.
The formula is simple in that it only entails three
requirements, but difficult in that it is never ending.
I have titled the three requirements get good, get
selective, have fun.

Get good
The only way to be really successful is to be good at
what you do. You do not have to be the best, just
consistently good. It is said that if someone were to
shoot par every day on the Professional Golf Associa
tion tour, he would make a lot of money but never
win a golf tournament. So what do I mean by good?
To be good CPAs, we need a solid technical base, of
course. But it also means we should learn to apply
the Pareto rule; that is, we should know which
twenty percent of what we are working on matters
most and concentrate our efforts there. We must
learn to work smarter, not harder. Time was when
we were rewarded because of our inefficiencies. If it
took ten hours to audit cash, for example, we could
bill it. Now, we must spend our time better and
concentrate on what is important.
Good means doing it right the first time. What is
the billing rate for redoing a tax return? It is cer
tainly less than zero dollars, and may even be more
costly if we end up with an unhappy client.
Getting good means streamlining our systems
and procedures and taking advantage of available
technology. All too often, for example, we still enter
a client's computer-generated trial balance into our
audit software in order to make adjustments. Typ
ically, we print a draft of a financial statement, hand
this to our word-processing personnel so they can
enter the data into their system, and then we proof
read their work in order to produce a final draft of
the report. Surely we can eliminate some of these
steps to get the report out faster and cheaper.
We need to establish ways to measure results in
each area so we can continually improve. Measure
... improve, measure ... improve. When we get good
at something and continue to improve, we even
tually do become the best.
Get selective
Mr. Paretos rule applies again. Eighty percent of our
problems (nuisances, liability exposure, etc.) usu
ally come from twenty percent of our clients. By
culling such clients and carefully screening pros
pects, we are able to devote attention to clients who
are more profitable to our practices.
Get selective with market niches. We cannot
afford the resources, staff, and training needed to be
all things to all people. Neither can we risk the
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liability and client dissatisfaction that might
accompany such an attempt.
Get selective with employees. Hire the best and
take steps to retain them. Create flexible work
schedules and be willing to use part-time employ
ees, paraprofessionals, and people with special
skills as needed. Subcontracting may make sense in
areas such as write-up work and taking inventory.
Have fun
We do best what we enjoy. If you hate taxes but enjoy
business consulting, consult. The client will benefit,
you will prosper, and, more important, you will be
happy.
The speed of our progress is directly related to our

When to Recommend a Low-Cost
Accounting Package for Clients

There is considerable confusion among small busi
ness owners over how much they need to spend to
obtain adequate accounting software. It may sur
prise many to learn that the cost of good quality
accounting systems can be modest—under $500.
Following is a description of what these packages
can do. For convenience, we will define a small
business as an entity with $5 million or less in
annual revenues and fewer than 100 employees.
Although low-cost software is not limited to small
businesses, such systems are especially good candi
dates for companies that don't have automated
accounting, or where there is a tight budget. Some
companies simply cannot afford more than a few
hundred dollars for a system. Sometimes a client
may not have staff who can operate sophisticated
software, or perhaps the company does not forsee
the need to network. In such instances, a single-user,
low-cost system might be ideal.
What to expect from a low-cost system
Generally, low-cost systems allow one to prepare
essential financial reports such as an income state
ment, balance sheet, and cash-flow report. Year-todate comparative reports are also usually available.
The systems often permit service business invoic
ing. They enable the user to prepare multiline
invoice descriptions and bill both products and ser
vices. Some systems can offer multiple formats that
encompass service, product, and time billing.
Other features usually include basic inventory
control, whereby the user can track item balances
and maintain a price and description for each item.
They also have the ability to print year-to-date detail
trial balances, journal references and transaction
identification for essential audit trails.

passion for what we are doing. Obviously, every day
will not be exhilarating, but it should fall on that
side of the ledger more often than not. Fun is con
tagious. Staff morale, communication, and
creativity will be boosted throughout the firm.
This formula is truly a win-win-win approach for
you, your firm, staff, clients, and family. If we can
learn to be consistently good and continually
improve, if we can be more selective in our practice,
and if we can learn to have fun providing services,
then profit and growth will surely follow. □

— by Michael D. Chase, CPA, 104 N. Plum Street, “On
the Square,” Cuthbert, Georgia 31740, tel. (912)
732-5466

With low-cost accounting software, clients can
print aged trial balances for customers and vendors,
and track such basic data as addresses, phone num
bers, contact names, total sales, and sales category
codes. The packages can be used to maintain
payroll, with the system calculating all payroll
taxes, and printing current and quarterly govern
ment reports.

Their limitations
Although they have improved considerably over the
last few years, low-cost accounting systems are still
limited when compared with the leading integrated
accounting systems. For example, few low-cost sys
tems offer applications that support job cost, pur
chase order, time and billing, or fixed assets
functions. Financial reporting flexibility is usually
limited in terms of formatting data. The programs
may not have the ability to define subtotals or spec
ify multicolumn data comparisons.
Often, inventory control is basic, allowing the re
cording of only one price per item, the location of
only a single warehouse, and no periodic sales data.
Often, too, there is little or no integration between
applications such as accounts payable and inven
tory, only a limited amount of data can be tracked in
customers and vendors files, and not much thirdparty software can be integrated with the system.
In order to help nonaccountants better under
stand the data, some low-cost accounting packages
present financials in an unorthodox fashion. A profit
and loss statement, for example, might show reve
nue items as pluses and costs as minuses, and there
might not be any debit or credit columns on the
general ledger. One further caveat, vendors who sell
low-cost systems frequently offer substandard sup
port and inadequate responses to questions.
These limitations notwithstanding, just about all
the systems have pop-up windows for finding file
Practicing CPA, October 1992
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records, on-line help, and full screen editing. Some
systems offer report writers at additional cost.
When to use a Windows-based system
Many clients wonder whether they should investi
gate a Windows-based package. There is no inherent
advantage, however, unless a graphical interface is
preferred by the user. If the user is already running
Windows, then you might consider recommending a
Windows-based accounting package. Make sure it
has other required features, too.
Thumbnail sketch of 10 small business systems
ACCPAC Simply. Windows-based, this system is
basic but easy to install and run.
Quickbooks. New from Intuit, the developers of
Quicken, which it resembles in many ways, Quick
books has a large number of features and excellent
documentation. Financial reports present data in
unorthodox format.
Practical Accounting System. This package can be
upgraded to the RealWorld accounting system and
offers strong sales invoicing and full check recon
ciliation capabilities.
Peachtree for Windows. Formerly called Crystal
Accounting, this system has an excellent user inter
face and handles inventory control and job cost, in
addition to core accounting modules.
One-Write Plus-Accounting Works. This is a solid
system built on the One-Write data entry concept. It
has several add-on modules for letter writing, col

American Institute of Certified Public Accountants, Inc.
1211 Avenue of the Americas
New York, N.Y. 10036-8775

lections, and spreadsheet export.
ProfitWise. Solomon Software developed this sub
stantial accounting system. It can be upgraded to
Solomon III.
Peachtree Complete III. This system contains a
large number of applications including job cost,
fixed assets, purchase order, and report writer.
Access to Platinum. A full Windows-based prod
uct, Access to Platinum can be upgraded to the highend Platinum system. Documentation is weak.
Dac-Easy. This program can be run on a cash or
accrual basis. It is complicated to set up, but the
latest version has additional features.

Summary
As with any accounting software decisions, pri
orities must be carefully considered. In addtition to
specific software features and functions, it is neces
sary to consider user sophistication, anticipated
growth of the client company, and budget. When the
match is right, an inexpensive accounting system
can provide a cost-effective boost to small business
recordkeeping and office productivity. □
— by Sheldon Needle, CTS, 11708 Ibsen Drive, Rock
ville, Maryland 20852, tel. (800) 433-8015; in Mary
land, (301) 468-4800

Editor’s note: CTS recently published its 1992 edition
of Guide to Small Business Accounting Software
Priced Under $500. The book is available for $75 plus
$5 shipping and handling from CTS.

Non-Profit Organization
U.S. POSTAGE
PAID
American Institute of
Certified Public Accountants

